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Facebook, YouTube, Google +, Skype, Shazam, Ortsbo, LinkedIn, 
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WordPress, Voxer, Tango, Dropbox, Reddit, Stumbleupon, Fipboard, 
Pinterest, Yammer, Hootsuite...
... amongst many others. 
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Relevance!: thriving in the social era 3

Adapt & thrive in the social era
 Do you want to be part of the estimated $1 trillion  

 online economy of 2013?

 Do you want more of the $272,000 spent online each minute?

 Does your product/service impact people?

 Do you want to engage with them or have them love  
 your brand?

 Do you want to remain relevant?

Then read on.

A wake up call (starting down under)
In June this year media giant Fairfax announced a massive shake-
up of its business cutting 1900 staff, closing print sites for its 
two iconic newspapers and looking at how to provide content 
differently.

Why? 

Relevance!

With 8 people coming online every minute, 61 per cent of adults on 
social media and free access to international news, declining sales 
confirmed that the days of pay-for-print were well and truly done.

Hot on its heels the beloved Billabong.  Once $14 a share off the 
back of its on-trend brand, profits plunged when it moved into a 
traditional retail model, the company now $1 a share.
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Then came Darrell Lea.

And still alive but not quite kicking: Harvey Norman, Myer,  
David Jones.
And these are just the stores that made news. 650 others passed 
quietly to the other side, leaving devastated owners and ex-
employees behind.

What do these stories have in common?
Iconic status. Long histories. Loyal customers. Solid brands.

But they have failed to keep up. It’s not because customers aren’t 
spending. It’s how. Once considered a sideshow, online spending in 
Australia is at 10% and climbing. 

Consumers are going through a productivity drive using buying 
power to get more bang-for-buck online.

And it’s not just sales, though globally social sales are at 9.2 billion 
with Goldman Sachs predicting they will reach $1 trillion by 2013.

Social media has radically changed the way we connect and share 
and therefore the way we work and lead.

There are currently a billion people on Facebook, 4 billion views 
of YouTube daily and 175 million professionals connecting through 
LinkedIn, a statistic that will be out-dated by the time you read 
this.

And The McKinsey Global Report 2012 estimates that improved 
collaboration through social technologies could raise productivity 
by 20-25 per cent.
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Didn’t they see it coming?
Let’s face it, however much news these announcements generated, 
the backstory was old.

The decline of print has been talked about for decades with 
sites like Newspaper Deathwatch running a tally of the recently 
deceased.

Analysts have been reporting online sales for yonks and online-use 
is a basic census question as much as age or place of birth.

And while there are many reasons companies fold, from poor 
management to sunk costs or the financial climate, many simply 
failed to adapt.

Online was seen as a fad.

Sometimes it’s wise to wait. Trends come and go and no one has a 
crystal ball. But there comes a time when enough is enough.

That’s is the moment at which you risk: irrelevance.

Or decide to adapt and thrive in the social era.

food for thought: 
Here’s an interesting piece Clay Shirky wrote on Institutions, 
Confidence and the news crisis.
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Stunning statistics that show social is not a fad
@carapring at thesocialskinny.com says:

 There are more devices connected to the internet  
 than people on Earth

 There are over 2.27 billion people online, doubling since 2007

 70% of adult social networkers shop online

 53% of which follow a brand

 57% of marketers get customers though blogging

 44% via Twitter

 9 out of 10 mobile searches lead to action – over half  
 to purchase

Impressive, especially when you consider that  
minute-by-minute:

 100,000 tweets are sent

 684,478 pieces of content are shared on Facebook

 2 million queries are made on Google

 48 hours of video are uploaded to YouTube

 47,000 apps are downloaded

 3,600 photos are shared on Instagram

 571 websites are created

 and $272,000 is spent by consumers online.
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http://www.mediabistro.com/alltwitter/files/2012/06/data-never-sleeps.jpg
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Did you say $272,000 is spent by consumers 
online each minute? Yes. And its growing 
exponentially.

pop quiz
How much of that is coming your way?

 Some      Not enough      None

 The link between online spending and social strategy is strong.

 Social media users who get excellent service from brands 
 spend 21% more than non-social customers.

 But 83% walk away after a negative experience, compared  
 with 49% of everyone else.

 Social users reward richly and punish fiercely.

So how you are connecting and engaging with them online?
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The Fortune 100 companies get it
The Fortune 100 companies know that by 2016 as Forrester 
Research says, more than half of the dollars spent in retail will be 
influenced by web.

Social is integrated into their business strategies not as an adjunct, 
but as its heart.

That’s why:
 87% of the Fortune 100 use social media

 75% of the Fortune 100 are on Facebook

 73% of Fortune 500 companies have a Twitter account

 66% of Fortune 500 companies have a Facebook page

 Each of their corporate YouTube Channel averages  
 2million views

 Fortune 100 Companies have creative multiple accounts  
 per platform

 Fortune 100 Companies have creative multiple accounts  
 per region (one size does not fit all and culture counts)

 50% of Fortune 100 Companies have a Google+ Account

 25% are on Pinterest
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The relevance graveyard
Despite this many companies are not yet ‘social era’ ready.

Less than half have a formal policy on social media and fewer still 
a strategy to get them from here to there.

Many do not let even let their people use it at work despite 40% of 
young workers valuing it more highly than a salary rise.

The gap is not so much about the product/service and what their 
customers want. 

The issue is: 

where and when.

We want it online. 

Whether it’s information, or asking questions, transacting with 
governments or buying products.

And we want it now.
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3 reasons why companies have not adapted

For some, it’s as simple as not knowing what this ‘thing’  
is about.
If you think social media is for posting photos of what you just ate, 
then my guess is you’re not using it right.

Whenever someone dismisses social as a waste of time I say: let 
me guess, you’re not using it yet?

To date, the answer has always been ‘no’.

My suggestion: try it out.  
You learn by going where you need to go.

Yes, there will always be cute cat videos essentially meaningless 
that get millions of hits, but as Shirky says, this should not distract 
us from the main game.

There’s a hyper-linked network of rich information and deep 
connection that is changing the way we think and live.

For others it’s fear.
But as the recent (INSERT RELEVANT NAME HERE) scandal 
showed (here’s a link to one), social media cannot be ignored even 
when companies are not directly part of an issue and do not want 
to be involved.

And while there are legitimate risks, they can be managed and 
managed well. 
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But mostly, it’s because they don’t know how.
Well the strangely good news for corporates is you no longer need 
to fear first-mover advantage.

You are not an outlier of any kind. 

In the corporate world, the race right now is on for relevance and 
not world-firsts.

And the better news is that we know far more than we did about 
this space five years ago.

Still, it’s a fast-changing area with regulators and marketers 
sprinting to keep up with the technologies. 

But it’s known-enough. 

Everything has changed except for those things 
that are still the same
Yes the world has changed.

We used to dedicate a lifetime to working for a single institution, 
now most of us will work for 6 or more firms during our lives as 
multi-careerism becomes the norm.

Trust in these once-bastions of authority has been steadily on 
the decline with the Edelman barometer showing CEOs, once a 
synonym for credibility, currently at 36%.

Structure and planning have given way to cooperation and 
coordination, hierarchy to networks, gatekeepers to active citizens, 
information monopolies to radical openness.

I am not saying this is good, or bad. 
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It is the way it is. 

So we need to understand the lay of the land.

food for thought:
trust.edelman.com including

Government Trust Breakdown

Business Has Hurdles To Clear

Diversification of Media Continues

NGOs Most Trusted Institution Globally

Financial Sector Least Trusted

The way we were
Once upon a time, 100 years ago…

 There were 92,407,000 people in the world

 In the US life expectancy for men was 48 and women 52

 The average salary - $750 a year 

 Unemployment: 2,150,000

 National Debt: $1.15 billion

 1 in every 1000 divorced 

 A 12 day cruise: $60

 Whiskey $3.50 a gallon

 Milk 32 cents a gallon
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The way we are
On 10 October 2012 at 11am the worldometers.info said:

 There are 7,071,541,703 people on the earth

 102,820,870 were born this year 

 43,913,896 died

 This year we published 1,873,522 new books 

 But sold 2,383,282 cell phones today

 We have 2,436,953,630 internet users 

 Sent 184,501,473,660 emails

 Wrote 1,846,592 blogs 

 Tweeted 134,526,180 times 

 And searched on Google 1,809,995,582 times

Yet at the heart of it
Our business goals remain unchanged. 

We want to deliver a service, sell a product, turn a profit, or do 
whatever we exist to have done.

So if you think about it, you’re already most of the way there. 

You already have an understanding of why you are here and who 
your customers are. You have or are developing products/services 
they want.

The game changer is how.
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Evolution is inevitable. 

You have adapted before. You will do so again.
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3 old questions for the old world 
Why do I exist?

What do I offer?

How do I provide it?  
(this involves some sub-questions like who are my customers, 
where are my customers and how do they want to work with me?)

3 new questions for the new world
Why do I exist?

What do I offer?

How do I provide it?  
(this involves some sub-questions like who are my customers, 
where are my customers and how do they want to work with me?)

This is Leadership 101.

Can’t see the relevance? 
Still saying ‘maybe for others but not for us’? 

These 12 bite-sized chunks are a little case study are well worth the 
read.

Social media can be used in pretty much any industry across any 
part of your business, you just need to know what you want to 
achieve. 
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1. CUSTOMER CARE GOES SOCIAL
Social tool twitter

Area  customer service  

The bite Frank Eliason became something of a rock star in  
  social customer care founding the @comcastcares  
  Twitter account and helping to change that brand’s  
  corporate culture. 

More  here 

2. CAR COMPANIES COUNTER BAD PRESS
Social tool twitter

Area  customer service  

The bite GM countered allegations leveled against them in the 
  press by blogging about failed attempt to print their 
  letter to the editor and generated 24,765 page views 
  and got them a response. 

More  here 

3. GAMERS DO SCIENCE 
Social tool gaming

Area  science 

The bite gamers topped scientists’ efforts to improve a model 
   enzyme in the first crowdsourced redesign of a  
  protein through the online game Foldit

More here
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4. THE WORLD FUNDS ART
Social tool crowdfunding

Area  arts 

The bite over $350 million has been pledged by more than  
  2.5 million people funding more than 30,000  
  creative projects on Kickstarter since 2009 –  
   just because they want to

More here 

5. CHARITY BEGINS AT HOME ONLINE
Social tool crowdfunding

Area  charity 

The bite a non-profit leveraged the internet and a worldwide  
  network of microfinancers so far lending $300,209,450  
  from 744,558 people who want to change lives

More here

 

6. CRISIS CALL
Social tools facebook, twitter 

Area  crisis 

The bite during the floods in south-east Queensland police  
  used social media to bust myths and share facts -  
  they had 39 million hits on their Facebook page in 24 
  hours and in a week more than 73,000 YouTube  
  video views

More here
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7. JOURNALISTS CROWDSOLVE MURDER
Social tools twitter 

Area  investigative journalism   

The bite 80% of law enforcers use social media to help  
  solve crime, but journalist Paul Lewis engaged his 
  social networks to find murderers 

More here

 

8. CITIZEN SCIENCE GOES GREEN
Social tools crowdmapping, crowdsourcing, facebook,  
  twitter, blogs 

Area  sustainability – research and action   

The bite citizens’ groups, researchers, and environmental  
  organizations are documenting document changes in  
  the natural world and to mobilize support for action

More here

 

9. LIBRARIES SHARE PHOTOS AND PINS
Social tools pinterest, history pin, flickr 

Area  libraries, social institutions   

The bite libraries are using photo sharing sites to share 
  archives, do research and add to their collections 

More here
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10. STUDENTS CAN STUDY PRETTY MUCH ANY COURSE, 
ANYWHERE FOR FREE. COMING SOON: CERTIFIED AND 
MONETISED?
Social tools mixed 

Area  open education 

The bite students are attending the 100,000 person  
  classrooms and can learn practically anything for 
  free from advanced maths to code

More Khan Academy, Code School, MIT,  
  Stamford’s 100,000 classrooms

 

11. GOVERNMENTS USE OPEN DATA
Social tools mixed 

Area  government    

The bite governments are creating better democracy by  
  letting citizens use their data for free  

More here

 

12. AND A PERSONAL FAVOURITE  - the 2000 VIRTUAL CHOIR
Social tools youtube 

Area  creative collaboration    

The bite composer Eric Whitacre led a virtual choir of  
  2,052 singers from around the world in a masterful  
  collaboration.

More here
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IN DEPTH:  
A look at VIC ROADS

Social tools mobile sites, apps, twitter, facebook 

Area  government transportation     

The bite how one agency moved to meet its customers  
  wherever it could and wherever they were   

More here

Legally, I have to say this:
I worked for Vic Roads as their Director Corporate Communications from 
2006 - 2012.  Although case studies are already out in the public domain 
I feel it is important to disclose my personal connection. Thoughts are my 
own and do not necessarily represent those of VicRoads.

VicRoads manages 52,000 lane kilometres of road, delivers 
hundreds of roads projects and performs 24,000,000 customer 
transactions each year. 

When I worked there more than 2,500 people were moving to 
Victoria every week; most of them needing licenses, or to register 
a car, change plates, use the roads. 

My vision was that our customers be able to do anything they 
wanted from with us from their phones or use any number of 
channels that they preferred. 

And so we began our journey into the social sphere.

#1 on the checklist for any project – did it meet business 
objectives? 

We were there to manage congestion, improve road safety, and 
deliver registration and licensing services for the state. But we 
helped our customers work with us in a way that worked for them 
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too. 

These are some of the things we did. 

Traffic in real time and wherever you are
Geo-located traffic alerts.

Traffic app with CCTV of the networked refreshed every 30 
seconds, ability to program routes and be informed of road events.
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Customer service on Facebook
Social media monitoring showed customers were tweeting from 
queues, frustrated with waiting times. Many had questions that 
were the same as the person in front of them and easily answered 
online. Enter Facebook. 
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YouTube to increase citizen participation 
(also called, making it easier for everyone)

Everything we did we put on our YouTube channel from online 
campaigns to driving advice.

People from non-English backgrounds sometimes had to call or 
come in more than once to get the information they wanted to 
transact. We wanted to help them get what they came for first 
time.  We took the top 5 transactions, translated them into the top 
5 languages and hosted them on our YouTube channel. 

Now we direct them to a special language page on the web from 
posters with QR codes in customer service centres around the 
state. 
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Marketing 2.0
World first in-game road safety marketing.

Virtual world for part of driver’s license testing.

Many multi-awarded online marketing campaigns hosted off a 
YouTube channel currently at almost 2 million views. 
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Education and information
Books and brochures old style became interactive new style apps. 
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Hoddle Street Study
(it’s part of the plan)

Consultation online 
Supplementing traditional community engagement with a blog 
allowing people to participate without having to turn up to the 
town hall.
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Procurement
To ensure our business requirements were in step with the market 
we took IT tendering online. 

The added benefit? Transparency. Openness.  
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Engage one, engage all.

Helping suppliers 
A procurement app that allows contractors to know what tenders 
are open, when they close, pre-qualifications, calendars.
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Internal engagement
We enjoyed an active Yammer network with YamJams and a focus 
on engaging staff through groups and blogs.

This is a great study because one of main reasons people tell me 
they ‘can’t’ go social is because they are: engineers, government, 
conservative, regulators (INSERT REASON HERE.)

Well the game is up.
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food for thought:
50 great case studies - http://www.simplyzesty.com/social-
media/50-social-media-case-studies-worth-bookmarking/

Power of Information Taskforce UK - http://powerofinformation.
wordpress.com

Government 2.0 taskforce: http://gov2.net.au

Craig Thomler’s blog: http://egovau.blogspot.com.au

And here are links to the great stuff being done at VicRoads – 
IT hub – apps – Twitter traffic -  YouTube – customer service on 
Facebook – books as apps – languages page and videos.

Okay, so how do you go about it?
In the last few years after all of my talks the #1 question I have 
been asked, no matter where I am or what I am talking about is: 
how?

Marketeers know where the world is at but too often do not have 
the final decision-making power (I think this is a big mistake 
and is one reason that corporate affairs should always be at the 
leadership table and on boards). 

Many can-do communicators watch their organisations fail to 
adapt and so instead reinforce what Kevin Kelly called the Shirky 
Principle:

“Institutions will try to preserve the problem to which they are the 
solution.” 
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I hope this simple 10-point plan can help.
My top 10 tips 
for influencing leaders to see the light

 Speak their language

 See their world

 Understand their fears

 Provide great, credible information 

 Educate 

 Engage

 Put in the platforms

 Lock in governance 

 Go

 Measure, assess, start again  

Speak their language
Learn to speak the language of the business you are in. 

Your visionary ideas may not see the light of day if you cannot 
communicate them in a way that makes sense.

Do you work with engineers? 

They speak in facts and figures, gant charts and graphs.

‘Everyone is doing it’ will not cut mustard. Nor will: but this is cool.

Try: 2012 statistics show X billion connected devices, used in X way 
to INSERT THE PRODUCT OR SERVICE YOU ARE IN. And make sure 
you cite a credible source. 
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See their world
In the middle of a GFC, a strike, cash-flow problems? That might 
make ‘now’ all the more important as much as ‘not right now’. 

The privilege of sitting on a leadership team is understanding the 
eye-opening breadth of issues that have to be managed each day. 

Know the big picture before you pitch so it’s not seen as ‘just a 
creative’ (gulp) idea.

Understand their fears
Every other second a business closes.

Reports on social media failures get lots of noise, even though 
most of the time, companies are using social with great success. 

And yes there are flamers and trolls who like to battle, but they are 
rare. Know how to spot them and deal with them as part of your 
plan.

Billions of times a day people are connecting and sharing without 
drama. 

Provide great, credible information 
Provide your leaders with great information that makes the case.

You should include the opportunities as well as the risks and note 
there will be strategies to deal with both. 
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Often it’s worthwhile commissioning an academic or credible 
consultant, not because you can’t get the facts yourself, but 
because of the reputation. 

A ‘state of the nation’ report is a great way to position you within a 
broader context.

 
Get the skinny on your key demographics, by region, gender age. 
What do they read/watch, when and where, for how long?

Then make it relevant to your industry. Where are people in 
transport/health/education, etc? 

If you need to reach 25-year olds you might need to rethink the 
print advertisements. They won’t see them.

 

Educate
Once you’ve laid the groundwork you need to bring everyone up to 
speed.

The social era: what it is and why it is vital?

You cannot over-educate yourself. 

If you are going to give advice, make sure your capability is high. 
There are now formal academies for studying social media such as 
the Social Media Academy.

This means everyone, from leaders to colleagues across the board.

Detail is just as important as context.

For those of us who are already part of the social world, we forget 
that not everyone knows what a micro blog or Instagram is, when 
to use Facebook and when it’s inappropriate.
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Remember, the more people know and understand the more they 
can help. 

I can’t bear it when people try to mystify things to keep the upper 
hand. Convoluted principles and jargon keep others out. If you 
want participation (and you cannot achieve anything in this area 
without it), then make things clear. 

Relevance is vital. 

There’s no point talking about social sales if you’re in government. 
Likewise, public policy is probably not front of mind for those who 
sell cars. 

Showing examples of how those in similar fields have used these 
technologies is a good way to get their creative juices flowing.

And it applies everywhere.

I was talking to a bridge engineer with a specialist skill set that was 
dwindling worldwide. I suggested he consider a virtual think tank 
with global peers. 

Engage
Once people know the lay of the land they become a great source 
of ideas.

Blue Sky sessions with mixed groups are a great way to do this.

Because we all have blind spots, it’s important to get mix up people 
from different parts of the business. 

Tapping into internal knowledge is the best way to develop 
initiatives that work and but also create a sense of value and 
purpose.
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Put in the platforms
Know what you to achieve and why.

Work out who you want to reach.

And the best way to reach them.

 

Lock in governance 
Know your regulatory environment (finance is different from 
health).

Understand how your environment impacts on the tools you 
choose (because you’re responsible for what’s said on your site get 
platforms that allow you to moderate and manage workflows).

Make sure you have a social media policy that is specifically 
designed for your workplace, cut-and-paste templates are not good 
enough any more.

Make sure staff are aware of how these policies impact them and 
that they are trained. 

 

Go
By doing, you learn. 

There are many ways to make your first steps safely, in particular, 
when you have the building blocks above. 

If this is your first go, perhaps a pilot?
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Test a piece of content. Restrict the size of a consultation. Limit 
the platform.

But remember social media is a relationship, not a point in time. 

You don’t pull out because someone asks a difficult question any 
more than you walk away from a dinner table because someone 
disagreed with your view. You’re there for the long haul.

Measure, assess, start again
Metric-mania is on the horizon in this blossoming field and every 
day there are new tools that can help you evaluate impact and ROI.

Metric-mania link - http://www.kaushik.net/avinash/best-social-
media-metrics-conversation-amplification-applause-economic-
value/

Do so.

Your initiatives could fail, but they might sprint. 

You never know. But if you try it you will. 

So those are my 10 top SSFIEEPGGA tips for entrée into the social 
era. You can see why I have not turned them into an acronym. 
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A goldmine 
Here are some wonderful free resources and some of the best 
thinkers, writers, blogs, links, articles you need to read. 

But there are many more. 

Follow all of these people on Twitter and subscribe to their blogs 
and they will lead you to the other great thinkers, writer, blogs, 
links and articles that you need.

Thinkers , thinking, rethinking
74 TED talks on the rise of collaboration: 
http://www.ted.com/themes/the_rise_of_collaboration.html

http://www.cluetrain.com 

http://www.shirky.com/weblog/ 

http://nilofermerchant.com

http://www.sethgodin.com/sg

http://www.lessig.org

PRs, marketeers, bloggers, influencers 
http://prwarrior.typepad.com

http://www.problogger.net

http://www.unmarketing.com

http://www.davidmeermanscott.com

http://www.chrisbrogan.com

http://www.jeffbullas.com

http://thesocialskinny.com
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Legal stuff
also called ‘disclaimer’
(See the brilliant work Professor Lawrence Lessig is doing on 
copyright in the social era)

The author has made all reasonable efforts to provide current and accurate 

information for the readers of this eBook and the information is provided ‘as is’. 

The authors will not be held liable for any unintentional errors or omissions that 

may be found.

The material may include information, products, or services by third parties. The 

author of this guide does not assume responsibility or liability for any Third Party 

Material or opinions.

Whether because of the general evolution of the Internet, or the unforeseen 

changes what is stated as fact at the time of this writing, may become outdated 

or simply inapplicable at a later date. This may apply to companies that are 

referenced in this eBook. 

Great effort has been exerted to safeguard the accuracy of this writing. Opinions 

have been formulated as a result of both personal experience, as well as the 

documented experiences of others.

The author (me) shall in no event be liable for any loss of profit or any other 

commercial damage, including but not limited to special, incidental, consequential, 

or other damages.

This book identifies product names and services known to be trademarks, 

registered trademarks, or service marks of their respective holders. They are used 

throughout this book in an editorial fashion only. Use of a term in this book should 

not be regarded as affecting the validity of any trademark, registered trademark, 

or service mark.




